Purpose of the article There is relatively a big number of brands in the market of laptops nowadays in Albania. It appears that the number of brands offered in this market could easily be compared to the number of brands in Europe and even broader. The purpose of this study is to help Albanian vendors understand the criteria that consumers take into consideration when they make the decision to purchase a laptop. Methodology/methods The research is based on the collection and the analyses of the primary data collected through interviews to people like managers or employees who work in the sector of trading laptops or in businesses like education where laptops are broadly used recently; then a survey is done through a questionnaire delivered to customers who already own and use a laptop and customers who are potential buyers of laptops. Scientific aim The aim of the research is to identify if there are any relationships between the demographics of the consumers and the criteria of buying a laptop; on the other hand, to find out how is the relationship between the demographics and the features of different brands. Findings The study found out that Albanian consumers have good knowledge of laptops and their brands, and they use different sources of information for making their decisions in buying a laptop; it is found that there are relationships between some demographics like age or gender and the appraisal for some attributes of the laptops like price, design and high graphics card; it is also found that some technical features and other attributes of using laptops are some of the determinants that influence the laptops' purchases. Conclusions It is realized that one of the most important demographics of the consumers is their age. Some core features like RAM, ROM, battery life, processor quality, light weight or attributes that are connected to the purposes of using the laptop computers like practicality and mobility in using them, work and studying processes, quick access to the internet are determinant factors which influence the decision making process of purchasing a laptop. I would recommend that future researches be focused also on the relationship between the customers' income and their preferred brand or ranking brands according to the customers' preferences. Such studies should also extend outside the city of Tirana.
Introduction
Recent years have witnessed that personal computers (PCs) have become a part of every business, either public or private organization, regardless if big or small, in scholar institutions of each level, in military, medicine, in almost every house, etc. This is happened thanks to the PCs' purposes such as: fast typing, archiving, calculating, transferring the info via e-mails or intranets, or even through such devices like USBs, CDs, etc., using different soft-wares in order to be more effective in realizing projects in construction, financial activities, drawing, etc., which have resulted to give contribution in quick development of people and organizations; they have also been used for entertainment by listening to the music, watching films, playing games, etc. It is not a long time ago when we used to articulate 'personal computers' for the meaning of only desktops. But in nowadays with the broad use of other devices like laptops it would not be right calling it that way. As stated at "The Guardian" (2009), " laptops have become not just an interesting option for a second computer, but the primary machine for a lot of people", meaning that people are going to buy laptops instead of desktops. This trend is also happening in Albania. But there is always the dilemma of vendors that the rapid technological changes and innovations in the production of laptops brings the need for more information about the customers' perceptions about the new trends and brands. So, the problems that they face every day in their communications with consumers are connected with the features of laptops that different brands offer, on one hand, and what Albanian customers would really need or want, on the other hand; How their preferences are connected to the information that each brand name offer to them; which are the features or the attributes of the laptops that consumers would mostly evaluate during the process of decision-making.; how are these features related to the purposes which the laptops are intended for; what kind of marketing strategies businesses could built in order to meet the consumers' preferences and how their preferences relate to the demographic data of the consumers. This study explores which are the most important features of the laptops that different brands offer and what are the perceptions of the customers about them.
Purpose of the study 1. To study the consumer behavior when they look for buying a laptop 2. To study the motives which push the consumers to buy and use a laptop. 3. To study the relationships of some demographics in Albania like the age of the customers and /or their level of education and their decision-making when they buy a laptop. 4. To study if there is any relationships between the customers' gender and their decision-making about the features or the purpose why they buy a laptop. 5. To study the most preferable source of information that consumers use when they try to determine for purchasing a laptop computer.
Literature Review Theories

What is a brand and what is its role for customers and firms?
According to the definition of the American Marketing Association "A brand is a name, a term, sign, symbol, or design, or a combination of them, intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of the competitors" 1 . So, brands are used not only to recognize a product or service but in the same time to create a perception about the product's or service's quality, features, prices and other offerings. Brands help customers to differentiate products/services in their minds, make them aware of what they offer and what to expect from the products/services which are introduced under a brand name. Thanks to the brands' presence, customers are aware for the products' reliability, because the role of brands is also connected to the responsibility of a particular manufacturer or distributor (Kotler, et.al, 2006) . Firms themselves benefit from using brands, because they feel that the features of their products are legally protected; on the other hand, a brand name gives them the right of the trademark, or the intellectual property right for features like packaging or design, etc. (Kotler, et.al, 2006) It is through the Brand name and all other features that a product or a firm makes profit from the goodwill that it has earned during years.
What is Marketing Research?
According to Alvin C. Burns and Ronald F. Bush in their book "Basic Marketing Research" (2005) , Marketing Research is defined as the process of designing, gathering, analysing and reporting information that may be used to solve a specific marketing problem. From this definition we understand that from the moment that a marketing problem is displayed to the managers of different levels or even marketers, what they really need to solve it is the information. This information could be related to the customers and their likes and dislikes, competitors, technology, market changes, new products or substitutes, political or law changes, etc. It is very important the way in which this information is collected, analysed, summarized and reported in order to arrive at the right solution of the problem.
Consumer Behavior
In defining the Consumer Behavior I would refer to the book titled "Consumer Behavior", 10 th edition, by Leon G. Schiffman, Leslie Lazar Kanuk and Joseph Wisenblit. They define the consumer behavior as the behavior that consumers display in searching for, purchasing, using, evaluating, and disposing of products and services that they expect will satisfy their needs. Consumer Behavior includes all the decisions a consumer makes when spending their time and money. It is about their what, why, when, where, and how of consumers purchases. It is not just individuals, but households, families, and groups that influence the decisions we make. So, the main point of the consumer behavior is consumer decision-making which is a process that is referred to the perception and the evaluation of the information on different brands, to the level of the customer's satisfaction from their usage and the selection of the brand which fulfills the needs in the superior level. Consumer decision-making is a result of the environment which includes: culture, social classes, referring groups like: friends, colleges, family, etc.; there are also other factors which affect the consumer decisionmaking like four Ps of the Marketing Mix: product, price, place, promotion. Consumer decision-making consists of three main sections 2 : external influences, consumer decisionmaking and post-decision behaviour (Figure 1) . DOI: 10.2478/cks-2014-0008 Firm's marketing efforts is a name used by the authors for the 4 Ps of marketing which include: Product, Price, Place and Promotion.
Socio-cultural factors include: Family, Informal sources, Other non-commercial sources, Social class, Subculture and culture.
2. The individual's consumer decision making, which is realized in the three stages like, need recognition, pre-purchase search, and evaluation of alternatives, is a process which is guided by psychological factors and the consumer's experiences. 3. The post-decision behavior includes: actual purchase and how the consumer feels and what they think after they purchase the product These three sections interact among each other.
Consumer's decision making begins with a need that he/she has become aware of in certain conditions. So, what makes a consumer aware that he/she needs a laptop? It might be for different reasons like, may be he/she perceives that he cannot solve a problem only when he/she is at home or work in front of the desktop; he perceives that it is more comfortable to have a portable PC; in another case the one's child is grown up enough to need a laptop at school or just for entertainment; someone owns a laptop but the technology's development makes him think of another brand. So, for different reasons at some moment a consumer understands that he is in the conditions of need recognition. In this stage there is a notable difference between the actual state of the consumer and the desired state.
According to the above model, the next step will be the pre-purchase search. What is the consumer going to search for? He is going to search for the sufficient information in order to make a reasonable decision.
In the case of the laptop he will visit more than one store as it is not an easy purchase because a laptop is not a product that could be purchase every day; there are many stores, there are many brands and laptops have some features which must be evaluated all of them. And how the consumer will make a rational search; where will he get the information, will he reveal at the advertisements, or will believe to the past experiences with the brand, like a previous experience with a desktop or a television; sometimes it is better to ask a friend or a colleague or any family members or even an expert; there is a lot of information at the internet but is all of it reliable, then there is also the store's information.
As a general rule search activity is greater when the purchase is important when there is a need to learn more about the purchase and/or when the relevant information is easily obtained and utilized 3 .
A lot of information brings a lot of alternatives. How could the consumer decide for the best one possible? This is the stage of evaluating alternatives. In this stage, after having got a lot of information, the consumer will make the differentiation between brands. He will compare these different opportunities with the list of his criteria which he has evaluated as important for him. This way he will establish a list of evoked brands from which he will chose the most available for him ( Figure 2 ). In the case of purchasing a laptop the criteria that the consumer will use are the attributes of the product like screen size, RAM, ROM, battery life, price, processor quality, weight, graphics card, etc. Among the consumer decision rules which are compensatory and non-compensatory, the case of laptops would better fit with the lexicographic rule in which a consumer will first rank product attributes in terms of importance, then compare brands in terms of the attribute that is considered most important.
The post decision behavior consists of purchase behavior and the post purchase evaluation.
The purchase behavior could be in three forms like, trial purchase, repeat purchase and long term commitment purchase (Leon Schiffman, et.al, 2010) . This behavior depends on the kind of the product and the frequency of purchasing it. The purchase of a laptop belongs to the third form, the long term commitment purchase.
The post purchase evaluation relies on the performance of the product and the expectations of the consumer. There are three possibilities, the performance meets, or exceeds or does not meet the expectations. This affects the further decisions of the consumer for future decision-makings in cases of the same or similar or related products.
Research Design
Methodology of the Research
The methodology used for this research is based in the collection and analysis of the primary data. The data is collected through interviews and surveys. Interviews are designed through questions to reveal to the laptop's business managers/employers or to other people who are interested to use laptops in their businesses like education (Appendix B) The survey is designed through 12 questions aimed to be represented to customers who already own and use a laptop and customers who are potential buyers of laptops (Appendix A). The purpose of the survey is to analyze some important points which affect the customers' decision-making like, the main purposes that motivate the customers to buy a laptop, the importance of different laptop's features that customers mostly considerate when they try to choose among different alternatives for making their decisions; usage of the information sources which affect the decision-making; the importance of the brand name for the Albanian customers when they buy a laptop; the frequency of the usage of the laptop during a day/week; etc.
Study of the population and sample
The research is done through a survey which is realized with a population of 315 people of different ages and professions. They are mainly from the city of Tirana, but there are also citizens from other cities, especially students.
The population of the sample is divided among students and other professionals as follows: It is evident that the number of the students at universities and pupils who still attend the high schools all together is almost 50 percent of all of the population. This is because during the interviews with staff of the laptop businesses they claimed that the target market, in Albania, is exactly the students and the pupils from 14 to 22 or 25 years old, because one of the reasons that they use laptops is the studying process. It is for this reason that their parents would not neglect their children's needs. The people of these ages use laptops also for entertainment including games and watching of the movies. The technology of the laptops that are intended to satisfy these needs and/or desires is always changing and they have a high rate of switching. On the other hand, professionals like engineers, or architects or economists are interested in applying the innovations of the technology but their rate of switching old laptops with new ones remains still in low rates.
Data Collection
As mentioned above, the needed data are collected through a survey. It consists of 12 questions where the first four are about the population demographics like age, gender, education and occupation; the following questions aim to point out some important issues which are related directly to the usage of laptops and their features and how they are perceived by the customers; the last question is a free one where people are asked to leave some extra information that from their point of view is important for laptops.
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The information collected is reliable because the population resulted to be either users of laptops or people who intend to buy laptops in the short-term future.
The data is collected between the 1 st of April and the15 th of May 2012.
Analysis and discussion of findings
The analysis and discussion of the findings from the survey is done through the comparison of the Research Questions (RQs) with the information obtained from the customers' answers to the survey. The Research Questions which would accomplish the purpose of the project are as following:
1. Is laptop a well-known product in Albania?
2. Is there a strong relationship between the customers and the brand when they buy a laptop?
3. Which is the purpose of buying or using a laptop and are there any relationships between the demographics like the profession or education and the purpose of using a laptop?
4. Which source of information would Albanians trust most when buying a laptop and is there a relationship between the age and the source of information?
5. Which are the most important features of laptops of different brands that customers take into consideration when they make the decision of selecting a brand when purchasing a laptop.
6. Is there a relationship between the age of the customers and the appraisement for the price when they buy a laptop?
7. Is there a relationship between the age and the appraisement for features of laptops like, screen size, graphic cards and design when they purchase a laptop?
The analysis is done on the survey answers which are processed and grouped through tables and charts available respectively at Appendix C and Appendix D.
For giving answer to the RQ no.1 "Is laptop a well-known product in Albania?", we referred to the questions no.5, no.6 and no.8 of the survey (Appendix B). Q no.5 asked if the person was already a laptop user. It resulted that the best part of them was already a laptop user (Table 1 ,) from 315 people that were asked during the survey, 254 of them already used a laptop. What I assumed during the research was that not each one of "the already users" owned a laptop personally, but there was at least at laptop in their families; and the reason of buying a new laptop is not only for switching the first one but also for fulfilling the need/desire of another member of the family. That's why when giving answer to the Q no.6 "Have you planned to buy a new laptop?", it was a high rate of buying for the first time but also for second time (44%). , and from these users 112 of them had planned to buy a new one; and 56 others that did not own one yet but they had planned to buy a new one. From all of the population of 315 people only 5 of them did not own a laptop computer and had not planned to buy a laptop yet, but on the other hand they have answered correctly to all of the questions in the survey (Table 1) . Being in these conditions it is obvious that all of these people have good knowledge of what a laptop is.
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Another question of the survey that matches to this part is the question no.8 "how often do you use your laptop". It results ( Table 2 ) that the consumers that use the laptop many times in a day or two to three times during a day are in total 143 + 81 = 224 which means that more than 70 % of the surveyed people make a good use of laptops. This happens thanks to the attribute of laptops of being portable.
To answer to the RQ no. 2 " Is there a strong relationship between the Albanian customers and the brand name when they buy a laptop?", the research is referred to the Q no.10 of the survey "What is the importance of the brand name for you?"; they had to rate it from 1 to 5 (1 for less important and 5 for most important). The results of the survey are summarized in Table 3 and Chart 1. It is notable that the option which is most voted is "very important" which counts for 128 people out of 315 and there are 106 votes for "highly important". So, 74 % of the population evaluates the brand name as "very" or "highly" important. In reality there are three options which evaluate the brand as important and more. The option "important" counts 70 people that have voted for it. So, the sum of the people that have voted positively for the brand name is 305 or 96.5 % of the voters. Another section of the survey that would help in giving answer to this RQ was also the question no.11 "which source of the information would you take into consideration when buying a laptop?", one of the options was "previous experiences with a brand". This option is voted by 167 people, and it was the second in range after "asking an expert" which got 203 votes ( (Table 4 & Chart 2) almost all of the professionals and managers and self-employed people are answered among the options strongly agree and agree. So, we could say that there exist a relationship between the profession of the consumer and the motivation for using a laptop. It is characteristic that not only the people that work but also students have claimed that they use laptops for the reason of working.
RQ no. 4 "Which source of the information would Albanians trust most when buying a laptop and is there a relationship between the age of the customer and the source of the information?"
For answering to this question we would refer to the Q no.11 of the survey "which source of the information would you take into consideration when buying a laptop?". According to the population's answers it is observed that the most voted option was "asking an expert" by 203 votes (Table 5 , Chart 3). Making decisions on the source of the information it is expected to be totally a subjective answer. So, it means that when consumers would make a decision for a product as laptop computers which belong to the level of extensive problem solving, it needs a lot of information and must establish a set of criteria for evaluation which would be better to be assisted from a person who has a good professional experience with the features of the product.
The second information source rated by the population of the survey is "previous experiences with a brand" which is an inner source and which is reliable because it has to do with the personal experiences of the individual. The third one was "asking friends/colleagues" which is another external source. It is reliable because individuals think to make use of the other individual's knowledge which could be connected to the past experiences of them, or their profession, etc. Other sources less reliable for the decisions related to the laptops' purchases are "Internet", "Advertisement", and "through stores". To see if there is a relationship between the age and the source of the information let's refer to the table 6 and chart 4 where the values are given in percentage for each age. It is notable that customers of the ages "over 50" would refer most to the family members; this might be something psychological which is related to the age; other ages would not refer much to this source. The ages that more focused on advertisements are 31-40 and 40-50 years old and less focused are 21-25 and 15-20 and 26-30; those that are not focused at all are those over 50 years old.
RQ no.5 -Which are the most important features of laptops of different brands that customers take into consideration when they make the decision of selecting a brand in case of purchasing a laptop.
Referring to the Q no.9 of the survey "Rate the importance of the features that you estimate when buying a laptop" and to the summary of the answers (table 6 and chart 4), we found out that consumers have had a positive appraisement (choosing most between: important, very important, or highly important) for all of the features selected as the most important for a laptop computer which are included in the survey. Among them, there are four features which consumers have evaluated as highly important, processor quality, RAM, battery life and ROM. A little less important but still important features result to be: price and high graphics card. The features which have been listed as of the least importance are: screen size, light weight, integrated camera, long warranty and design. While for the most voted features it is obvious that they are voted positively from the best part of the population it is not of a significant importance to find out the relationships with some demographics like age, or gender or profession, because these are important features for most of consumers. Let's see in the following RQs some relationships of the age with the appraisement of the price and other features like screen size, high graphics card, and design.
RQ no.6 "Is there a relationship between the age of the customers and their appraisal for the price when they buy a laptop?".
Referring to the answers of the multiple question no.9 in the survey specifically to those regarding the price (Table 7 & Chart 6) without taking into the consideration the age, we see that in general, the number of people that have evaluated the price as "highly important" is almost the half of all of the population. Regarding the relationship of the age and the appraisal for the price (Table 8, Table 8 ', Chart 7) it is evident that the percentage of the people that have evaluated the price as of the highly importance belong especially to the age 26-30,41-50, 31-40 and over 50; this value is lower at the ages 15-20 and 21-25. It is also notable the difference in percentage of the values for "highly important" and other options even for "very important" for the first group of the ages, those that have a higher appraisal for the price. On the other hand, for other groups of ages this difference is low, especially for ages 15-20 years old these values are almost equal.
RQ no. 7 "Is there any relationships between the age of the consumers and the appraisement for features like, screen size, high graphics cards and design when they purchase a laptop?" According to the survey's results, appraisement of the consumers for the "screen size" feature is given at Table 9 ; to better understand the value of these numbers and their weighs for the attribution of this feature we have also expressed them in percentage values (Table 9 ', Chart 8).
As viewed from the table and the chart, there is not a strong relationship between the age and the screen size. In general, it is evaluated as an important feature from all of the ages; a slightly differentiated it is for the ages of "over fifty", where there are the same values for the options "very important" and "highly important" which do not differ too much from the option "important". So, we could say that there is not a clear relationship between the age of the consumers and the laptop's screen size.
For the feature high graphics card, we could see (Table 10&10 ', Chart 9) that this feature is especially highly evaluated from the groups of ages 15-20, 21-25, and 26-30 years old; It is evaluated mostly as "very important" from the groups of ages 31-40 and 41 -50 years old; but it is not evaluated as a "very important" or "highly important" feature from the ages "over 50"; they have only evaluated it 27 percent as "important" and more than 72 percent of them have evaluated it negatively ["not important" (45,45%) and "a little important" (27.27%)]. It is connected to the purpose of the high graphics card which is thought to be used for entertainment purposes like games.
Regarding the values for the feature Design (Tables 11&11', Chart 10) it is clear that design is not a highly evaluated feature, except for the ages between 26 and 30 years old from which almost 40 percent have evaluated it as "highly important"; however this feature is generally evaluated as "important" or more. In total, the sum of positive values is more than 80 percent for each of the ages. So, we could say that the feature "design" is a feature which is very good evaluated by the Albanian customers of each age and there is not a clear relationship between the age and the design.
Conclusion
This research was about the decision-making of the consumers for the laptop computers in Albania.
Laptop computer is a device which is well-known in Albania. Albanians of all ages prefer to use it for different reasons and motives especially for studying, for professional usage and also for entertainment. This research found out that Albanians have not only a good knowledge for this device but for also its features.
According to the demographics, the consumers could be scattered in categories like: age, education level, gender.
So, taking into consideration the age, it is important to stress that the young ages from 15 to 25 years old do not take care of the price of the laptop; they are not focused at the price of the laptop when they make their decision for purchasing a laptop. They would first of all refer to some features of laptop computers like: Random access memory (RAM), Read-only memory (ROM), processor quality, battery life, and high graphics card. It was found that some core features like, RAM, ROM, battery life, processor quality, light weight, and then attributes that are connected to the purposes of using the laptop computers like practicality and mobility in using it, work and studying processes, quick access to the internet are determinant factors which influence the decision making process of purchasing a laptop.
Albanian consumers have a fine evaluation for the design of the laptops; almost all of the ages have evaluated it as important or more. The Albanian market of laptop computers is not saturated, yet.
The source of information that the Albanian customers would best rely on, first of all, would be the external sources like "asking an expert"; then, they would trust to the personal past experiences with brands or other external sources like "asking friends or colleagues"; other sources like internet or advertisements or the salespersons at the stores would not be much preferable.
Recommendation
I would recommend to the businesses of trading laptops in Albania that it would be convenient to them to consider the age of the consumers when they appear to look for purchasing a laptop. Consumers that are interested to purchase a laptop are very sensitive for features like RAM, or ROM, or battery life, or processor quality, especially students and professionals. Young ages do also take care to the high graphics card of the laptop computer. Albanian customers would also pay attention to the design of the laptop computers. They must be attentive to the brand and product sales because they would for sure affect the future preferences of Albanian customers.
Recommendation for future research
One of the limitations of this research was that the sample of population that is surveyed was focused in the city of Tirana. I would recommend that further researches to be planned and extended in also other cities where the trend of having/using a laptop will get latter than in Tirana which is the capital of the country. Another recommendation would be that the survey must have a section where population could give information about their income in order to make some investigation upon relationship of the income and the brand of the laptops preferred. Next studies could be focused not only on finding out that which are the features that are important for the consumers but also on the concrete brands that consist of these features and at what extension they do. Next studies could also refer to the effect of four Ps of Marketing: Product, Price, Place and Promotion at the consumer decision-making when purchasing a laptop, especially for the last two components Place and Promotion which are not mentioned in this research. REFERENCES Alan Wilson (2006) 
